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T would seem that a new form of La Grippe has broken out, 
viz: the grip on other peoples’ ideas. Aware that many of 
us have the same things to see and describe, we have no dispo- 
sition to complain of slight and sensible similarity in expres- 
sion. But the bungling steal excites our protest. 
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We have just received specimens of the borrowing done by a 
Roofing firm, an Accident Ins. Co., and a Newspaper pub- 
lisher. They are sent by friends, and by those whose only 
tie isa love of common honesty. We thank one and all. 
Embezzlement is not one of the lines in which keeping ever- 
lastingly at it brings success. 


N. W. AYER & SON, 
Newspaper Advertising Agents, 
PHILADELPHIA. 
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Thirteen Thousand Dollars 
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Less rebate of one thousand dollars, is the 
price of this page for 1892 and 1893; six 
thousand dollars for each year. 

We have bought the page for the two 
years. 

The question naturally arises, how can 
this large expenditure be made to pay. 

Our 21 years of experience has taught 
us that when a business house has a spec- 
ially meritorious article, at a fair price, and 
tells the truth regarding it, always main- 
taining the quality of the article, confi- 
dence in it and in the persons connected 
with it is created, the value of which can- 
not be estimated in dollars and cents. 

This page will enable us to continue 
to address our old friends, and, we hope, 
interest a large number of new ones who 
may wish to reach weekly more than 
one-sixth of the readers of the United 
States outside of large cities. Our 1400 
Local Papers will accomplish it. 





Atlantic Coast Lists, 


134 LEONARD ST., NEW YORK. 
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ADVERTISING A TOWN. 
By Fohn Z. ‘Rogers. 


A recent issue of PrinTers’ INK 
contained a reprint which stated that 
many towns, especially in the South 
and West, were issuing illustrated 
pamphlets describing the location and 
advantages which they possessed. 

The statement is, unfortunately, 
only too true. This custom is of 
ephemeral growth, and, like other 
institutions of a mushroom existence, 
is already beginning to experience an 
early and merited decay. I have yet to 
know of one case where a town, board 
of trade, improvement company or a 
number of citizens have published one 
of these books without afterward sorely 
regretting it. Yet it is quite a natural 
thiug for inexperienced advertisers, or 
men inexperienced in this new branch 
of advertising, to sink their money in 
this way, They want their town adver- 
tised, for they wish to attract capital 
and, especially, manufacturers to their 
locality. So a pamphlet is gotten up, 
published and distributed. Barring 
the literary portion—which, although, 
is sometimes good—it is very nice. It 
is well bound, nicely printed, and is 
full of pictures of residences. It is 
very pretty to look at, but it fails to 
fulfill its mission. It does not attract 
investors, business men, nor manufact- 
urers. But it often leaves the town 
or board of trade treasury barren of 
advertising funds, and worse still, it 
leaves the promoters and leading men 
in such a state of mind that they are 
apt not only to be antagonized against 
any good line of town advertising 
subsequently offered or considered, 
but against business advertising as 
well, 

Investors and manufacturers have 
not time to read a town history or 
chapters devoted to biographies. 
Neither do they care whether Jones’ 
house is of brick or wood, or whether 
Smith's cost $20,000 or $2,000. 
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What they do wish to know is the 
location, transportation facilities, in- 
dustries, freight rates, cost of skilled 
and unskilled labor and tax rates of a 
town, together with what other infor- 
mation can be properly stated within 
fifteen hundred words. 

There is a town of 90,000 popula- 
tion within thirty miles of Philadel- 
phia whose board of trade published 
one of these pamphlets a short time 
ago at a cost of over $1,000. It was 
very artistic, but it accomplished no 
good. It did serve to create a serious 
rupture not only in the board, but in 
the town. It created petty jealousies 
and bickerings between those who had 
pictures of their houses in the book 
and those who had not, and it not only 
exhausted the treasury, but left the 
board badly in debt and caused an 
exodus of the dissatisfied members, 
many of whom refused to pay their 
assessed portion of the expense. 

A city of 65,000 population not far 
from Philadelphia had a similar ex- 
perience, but a more disastrous one, 
even, at about the same time. The lat- 
ter book cost nearly $2,000 to make and 
distribute. It was not the means of 
causing even an inquiry to be made by 
a capitalist or manufacturer, but it 
practically executed the board of trade. 
There was still a balance due the 
printers of several hundred dollars 
when I was there last spring, and the 
half dozen loyal members were debat- 
ing whether to pay it from their own 
pockets, and keep the board in exist- 
ence, or repudiate it, and allow the 
board to die a natural but untimely 
death. 

It was significant, as well as amus- 
ing, that at this time a little town 
farther down the State got a factory to 
locate within its borders that employed 
three hundred people. The city 
wanted that factory, too, and had even 
better inducements to offer than the 
town. The town got the plum, how- 
ever, by ‘‘hustling” and personal 
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ADVERTISEMENT WRITING AS A 
FINE ART. 


interviews. They had no pamphlet, 
and the total expense was not $100. 

If a town wants to be boomed, and 
has some money to spend, it had better 
not get out a pamphlet in the hopes of 
“catching trade.” 

Here is a plan which I think is far 
wiser : 

Get out a million or two circulars 
containing a small map of the location 
and surrounding country, with trans- 
portation lines, and a good description 
of what you have to offer manufactur- 
ers, Make your description condensed, 
truthful and accurate. Of course you 
have the best schools, the purest 
water and the healthiest climate. 
Your population is sure to double 
within two years, too, but it is just as 
well to leave this out. It takes up 
space, and your statements might be 
doubted. 

When the printer and stationer are 
paid, and stamps bought, divide what 
money is left into three parts. Take 
two parts and spend it in newspaper 
advertising. You will not need a 
large space, but you want it well 
located and room enough to say that 
Boomtown deserves and wants manu- 
facturers to locate there, that it will 
grant concessions in the way of taxes, 
etc., and will mail a circular on appli- 
cation. 

The remaining one-third of the 
money should be used in paying the 
traveling and other expenses (of one or 
two citizens who are good talkers and 
‘*hustlers”) incurred in convincing 
manufacturers who have sent for cir- 
culars that Boomtown is just the place 
for them to locate in. 

These are my views, and I have had 
experience in town advertising. I am 
conscientious and disinterested. I am 
neither a whole or part owner in a 


paper, an advertising agent, a printer 


and stationer, nor a railroad or hotel 
man. Moreover, I never made a cent 
by writing in favor of newspaper ad- 
vertising. 

‘* WRITING or printing is like shooting 
at a mark with a rifle, you may reach 
the reader’s mind or miss it ; but talk- 
ing is like playing at a mark with the 
pipe of a fire engine—you can’t help 
hitting it,” therefore write your adver- 
tisements as you might talk. Talk to 
please customers, anticipate their ob- 
jections and speak of your wares as 
though face to face instead of through 
printers’ ink.—Jn/and Printer. 


By E. A. Baker. 


In two recent numbers of PRINTERS’ 
INK, Mr. Charles F. Wingate has con- 
tributed to the literature of advertising 
some very valuable ideas and rules for 
writers on business. 

‘The opening sentence of his article 
is worthy of the attention of all who 
have made—or wish to make—names 
for themselves in this newest of the 
professions. It is full of meaning and 
suggestion to the advertiser as well as 
to the writer. ‘* Writing advertise- 
ments is a fine art.” It will be under- 
stood, of course, that Mr. Wingate 
means genuine writing, not patch- 
work, the putting together of odds and 
ends, slip-shod sentences by would-be 
writers, ‘‘ with an imperfect mastery of 
the relative pronoun,” and not flam- 
boyant puffings or balloonings, full of 
gas and unprovided with the necessary 
parachutes, but writing, in the real 
meaning of the word, as the writing of 
essays, histories, biographies, orations, 
sermons sometimes, ‘‘ with intelligent 
purpose, consistency, originality of de- 
sign and literary workmanship of a 
high order” ; writing to attract and hold 
the attention by legitimate means, by 
decent, dignified phrases, by the proper 
putting together of proper words. 

Advertisement writing does not con- 
sist in the lavish use of scrolls, mean- 
ingless ornaments, ‘‘rule twistings” 
or borders that will ‘‘ attract the at- 
tention ”—to themselves. 

A highly ornate, carved, broad gilt 
frame but serves to ‘‘ attract the atten- 
tion” from the demerits of the daub 
within its shelter. 

Ornaments, like capitals and italics, 
should be used sparingly and in thei 
appropriate places, to accentuate, to 
emphasize, to bring into stronger re 
lief the important words or the im 
portant sentence. The best-dressed 
men wear the least jewelry. That 
which they do wear is for use. 

Advertise ; adverto ; to turn to. 

How may the reader be induced to 
turn to, not only the announcement, 
but the thing announced, except by 
the skillful, truthful, artistic construc- 
tion of the advertisement? By that 
truest art which conceals art. 

Americans like to think. An appeal 
to the head as well as, or rather than 
to, the heart or the imagination will, 
as a rule, reach the pocket. And will 





PRINTERS’ INK. 


not purchasers have a respect for that 
merchant who has interested them 
through their intellects? The Murphy 
Varnish advertisements are notable in- 
stances of this. And without the 
skillfully constructed letter-press at 
the bottom, the tasteful and artistic 
Ivory Soap announcements would 
lose much of their effective attrac- 
tiveness. 

The highest form of advertising, for 
which we are all looking, will be pro- 
duced by the literary artist and the 
pictorial artist working together in com- 
plete sympathy and perfect harmony— 
and truth. 

Advertisement writing is a fine ar?. 
Art means, first, skill in joining or 
fitting. Words from the same root 
are arm, implying strength, dexterity; 
aristocrat, the best class; article, a con- 
cise statement. Is there no need of 
more art in advertisements ? 

Art is the employment of means 
to accomplish some desired end. 
The adaptation of things. The ap- 
plication of knowledge or power to 
practical purposes. The method of 
doing well some special work. ‘* Science 
is systematized knowledge; art is 
knowledge made efficient by skill.” 
Science is analytical and critical. Art 
is synthetic and constructive. Art is 
applied knowledge, acquired by experi- 
ence, study, observation ; knack ; the 
combination or modification of things 
to adapt them to a given end ; the em- 
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ployment of given means to effect a 
purpose ; an especial facility acquired 
by experience or study. 

But art, to be effective in advertis- 
ing, must be realistic, truthful. In- 
telligent realism is built on observation 
and on facts, in opposition to idealism 
which is founded on impressions and 
affirmations. Realism in its truest 
sense not only does not exclude ideas, 
but implies them. Realism is truth. 
And if truth be meritorious in any- 
thing it is surely so in the writing of 
advertisements. 

Realism has been defined as the 
representation of what is real in fact, 
the effort to exhibit the literal reality 
and the unvarnished truth of things, 
and the treatment of them according to 
the actual truth or intrinsic probability. 
** By realism I mean simply the obser- 
vation of things as they are, the 
familiarity with their aspect, physical 
and intellectual, and the consequent 
faculty of reproducing them with ap- 
proximate fidelity.” 

Therefore let the business writer, 
first of all, make himself thoroughly. 
familiar with all of the details of the 
manufacture of the article, or of the 
business he is to write of. Let him 
put himself in complete sympathy with 
whatever is to be advertised. 

To do this will be easy for some 
men—impossible for others, who had 
better not waste their time in the vain 
endeavor to write advertisements. 
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But most men, with the desire to 
succeed strong enough to overcome 
difficulties, may acquire this sympathy. 
And the more things they become in 
sympathy with the easier will be the 
attainment of this—it is nothing else— 
state of mind. 

This, it would seem, is an essential, 
the acquirement of this habit of becom- 
ing interested. 

If one can become enthusiastic, so 
much the better, but thoroughly inter- 
ested one must be. 

This, of course, requires that one 
should write only for those things in 
which one can believe. Is it worth 
while for an advertisement writer, any 
more than for any other literary work- 
man, journalist, essayist, biographer, 
historian or poet, to sell his sense of 
right, honesty or truth ? 

Then, having become familiar, thor- 
oughly acquainted, interested, en- 


thused, if you will, with his subject, 
let him, of course, presupposing him 
to be trained, or to have the faculty of 
writing, write. 

Let him, by experience, select the 
best words, the right word for the 
right place, the telling word. 


Let him 
write in short sentences, but not so 
short as to obscure the sense. Let 
him employ clearness, force and ele- 
gance. 

Elegance may be used in writing 
advertisements without sacrificing 
strength. And elegance—I don't 
mean the use of long words, or words 
of foreign extraction; Saxon is ele- 
gant, as well as strong, if rightly 
used—will not be thrown away in writ- 
ing advertisements. 

It will be appreciated, perhaps un- 
consciously, by the masses, as a com- 
pliment to their intelligence. Would 
not an uneducated man be disgusted 
with a scholar who would attempt to 
conciliate him with bad grammar or 
the use of vulgarisms? Wouldn't he 
see through it at once? What did the 
tough say when the candidate for office 
addressed a crowd of laborers whose 
votes he wanted, collarless, in his shirt 
sleeves, and with muddy shoes? ‘‘I 
ain’t no dude meself, but if I was I'd 
be a jim dandy.” And the orator got 
not the desired votes. 

Don’t insult the possible customers 
of the house you are writing for by 
careless diction. 

Don’t be afraid of spending time. 
What is genius but the taking of infi- 
nite pains? And to find the right word, 
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or the best way of constructing a sen- 
tence, a search of hours will pay in 
results—to say nothing of your own 
satisfaction. 

The old hand, the practiced writer, 
will have, of course, his own vocabu- 
lary ; perhaps the best writers will have 
the smallest, and the search in the mind 
for the word will be a short one. 

Strive for the effect of straightfor- 
wardness, uprightness, realness, in the 
wording of the advertisement, as wel! 
as in the description of the goods—the 
thing to be sold. Let the description 
appear gradually, each detail appearing 
by itself. In this way the idea of the 
thing will by degrees work itself into 
the mind of the reader. Set forth in 
different ways the same detail, if you 
have time and space, for a number of 
days, perhaps. Take the least import- 
ant first, but make it attractive, and 
lead up by regular progression to the 
most important. Powers says: ‘‘ There 
is nothing in this world so interesting 
as the picked-out facts of business ar- 
ranged in due perspective.” 

When the series is completed, if the 
work has been well done, the reader 
will be in full possession of all the 
advantages of the article and of the 
reasons for buying it. He will have 
learned his lesson like a child at school 
who has been taught, by a judicious, 
careful, painstaking, interested teacher, 
to attain higher levels of knowledge 
each day. And the majority of chil 
dren will still want to know more; and 
many readers will complete their edu- 
cation by becoming purchasers. 

If but a ‘‘ single insertion” is to be 
written, the same method, modified, 
should be followed. 

Select the words which best describe, 
the words which mean and imply the 
most. Let the impression to be mack 
on the mind of the reader be broad 
and clear and well defined. Let him 
have something to think about. Don't 
paint in each line ; put in the lights and 
shadows broadly, to emphasize each 
other. Let the whole matter be clearer 
at a distance than at short range. Make 
it so that it will be better understood 
to-morrow than it is to-day, but make 
it so striking that it will be remembere: 
to-morrow. This is the difficult thing 
and the perfection of the art. 

But let us have more realism—more 
truth, which is beauty. Let us write 
advertisements to be clearly compre- 
hended, to be understood of all. Let the 
writing of advertisements be a fine art. 
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ENGLISH ADVERTISERS. 
By T. B. Russell. 
Lonpon, November 28, 1801. 
The Christmas Number season has 
set in here with the usual severity, and 
the voice of the over-stimulated color 
printer is heard in the land. The most 
nteresting subject to advertisers just 
now, therefore, is that of annuals. Of 
ourse, the actual business of order- 
ing, designing and preparing advertise- 
ments was all over long ago—back in 
the summer, in fact. But, since every 
one is anxious to learn of his neighbors 
and rivals, the annuals issued by the 
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INK. 73 
ive block, of which a reproduction is 
here given. 
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The proprietors of Pears’ Soap, how- 
ever, have struck out a new line by is- 
suing a Christmas annual of their own, 
on a more elaborate scale than anything 
of the kind previously attempted by an 
advertiser in this country. It is a 32- 


page quarto, 16 inches by 12, in a col 
ored wrapper, printed at least as well 
as any of the real Christmas numbers, 
and with it are given three chromo- 
lithographs, each printed in about fif- 
teen colors, of which the largest meas- 
ures 30% inches by 19°4 inches, and 





illustrated papers, which are always 
very freely patronized by, advertisers, 
are being very closely scanned at this 
time. A good many people are paying 
more attention to the advertising pages 
than to the literary portions—and find- 
ing them more interesting, too, which 
is not surprising, for the latter are for 
the most part pretty dull. In the mat- 
ter of new designs and announcements, 
too, the annuals are disappointing this 
year, Most of the established adver- 
tising houses have adhered to their old 
announcements, and the only remark- 
able novelty so far is a small but effect- 


the smallest 21 inches by 25 inches, 
The back page bears an advertisement 
of Pears’ Soap (an old design), and, of 
ten advertisement pages inside, two are 
similarly occupied, while eight have 
been let to non-competing advertisers. 
The chromos are genuine pictures, not 
advertisements of Pears’ Soap, and it 
is these that have sold the annual, The 
literary matter is very meager—a re- 
print of Dickens’ ‘Cricket on the 
Hearth,” with a fresh set of illustra- 
tions in black and white, followed by a 
weak, short story by Herman. The 
annual was published at a shilling and 
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went up to a premium of 50 per cent 
on the day of issue. It is perfectly 
certain, however, with the ///ustrated 
News and Graphic annuals to compete 
with, that if this had been got out by 
any one but a very well-known adver- 
tiser, it would not have succeeded to 
the extent it has—a rather curious case 
of the goods selling the advertisement 
for once! Most annuals issued by ad- 
vertisers hitherto have been very cheap 
affairs. This marks a new departure, 

and it will be interesting to see both 
whether the experiment is repeated by 
Mr. Barratt, and whether other houses 
think it worth while to follow his lead. 
The risk must be very large. 


It is sian that the annual 
could not have been reprinted profit- 
ably (though probably twice the edition 
could have been sold), owing to the 
fact that the chromos cost more than 
the wholesale price of the publication. 
The same is true of all the annuals; 
and this raises a point which might be 
noted by those strange folk who think 
it necessary to invent apologies for the 
art of advertising. It is a fact that 
every morning paper published in Lon- 
don costs more to print than its selling 


price—for London morning papers, 
with the exception of the Zimes, sell 
at the uniform price of one penny 
(English), and the 7%mes is larger and 
printed on much better paper than the 


others. It sells for threepence ; and it 
is said that on occasions when an extra 
large issue is called for (as at the be- 
ginning of the year, when very able 
summaries of the past twelve months’ 
work in various departments appear), 
there is a loss upon its issue. Thus, 
every day, the public gets for a penny 
something which costs to produce a 
trifle over a penny, and the difference 
is made up to every daily paper by the 
subsidies paid for space therein by ad- 


vertisers. 
* 


7” * * 


Similarly with an annual like Messrs. 
Pears’—in fact with nearly every peri- 
odical publication in the world—it is 
the advertiser who finds money to keep 
the press at work ; and since the press 
is the great educative and civilizing 
agent of the world, it seems pretty evi- 
dent that for the art of advertising no 
apology is needed. ” 


* * 


Two novel advertising dodges have 
been gotten out in London recently. 
Possibly they may be already old in 
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America, though I doubt it. The first 
does not sound very promising, and 
has hitherto not been a very conspicu- 
ous success. It arose out of the recent 
strike of omnibus and street-car men. 
The omnibus company now issues fare 
tickets, and these (of course) bear ad- 
vertisements on the back. But some 
one elaborated this by issuing tickets 
in books, on a complicated system, 
which practically amounts to selling 
them at half price. These tickets are 
available for fares on any London om- 
nibus—and the long-suffering adver- 
tiser (as in the case of the newspaper) 
makes up the difference. Whether it 
pays him or not I will not presume to 
say. 


* * * * 


The other novelty takes a more prac- 
tical form. The proprietors of Bovril 
(a fluid beef extract) got out a safety 
match, manufactured in Sweden and 
sold at the usual low price of such com- 
modities—one gets a dozen boxes, each 
containing from 80 to 100 matches, for 
the equivalent of four cents American 
currency. The back of the box bears 
the following ingenious announcement : 


VR 
is without 


A MATCH 
CROvRIL 


It is not pretended, in this case, that 
the goods are sold below the current 
price, and I understand that the Bovri! 
people are well satisfied with the result 
of the experiment. 

* * 














* * 

But why is it that nobody has yet 
contrived any method of printing a 
short advertisement on the matches 
themselves? There is ample room on 
most matches for a few words—the 
name of a commodity or its maker, or 
its fancy name, for instance, and the 
medium is eligible enough, as such 
media go. 

* 


* * * 


Newspaper advertising, however, is 
probably the safest and best method in 
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the long run—at least in England. The 
publishers of a small weekly issued in 
London got out an advertising lead 
pencil lately; it was not much of a 
boom. A more malignantly ingenious 
newspaper proprietor put in circulation 
a number of small metallic discs, the 
size, color and shape of a shilling. In 
a few days you could not enter a rail- 
way station or walk on the street with- 
out coming across one of these suppo- 
sitious coins on the ground, They 
bore the mocking inscription: 


You 
can’t get 
a Shilling for 
nothing ; but you 
\ can get ** Pearson's 
Weekly” for 
\. a Penny. 


_ ae 


Then they disappeared, and every one 
was glad to see the last of them. 
* * * * * 


These things have their uses, no 
doubt, and it would be idle to deny 
that they provoke attention to what 
they advertise. But I very much ques- 
tion whether this is the kind of atten- 
tion which increases sales; it is the 
direct appeal of the newspaper which 
does that. A man sees this kind of 
thing and says: ‘‘ Ha! ha! very clever 
—an advertisement, of course,” and 
goes his way. These things are useful 
in supplementing newspaper advertise- 
ments, just as posters and wall signs 
are. But their true use is a subordi- 
nate one. 





dl 
ADVERTISING IN THE DECEMBER 
MAGAZINES. 


The last month of the year is the 
harvest season for advertising, says the 
Newsman, A glance at the business 
done in the leading monthlies leaves no 
question as to the general prosperity in 
their line ; 

FOR DECEMBER. 
Century, - . - 150 pp. of advertis’g 
Harper's, - - “F ex 
Seribner’s, - - 
( ssmopolitan, - 
Lippincott’s, - - - - 

North American Review, 
Popular Science Monthly, 
Current Literature, - - 
Short Stories, - - 
\tlantic, - - 
Forum, - 


St Nicholas, 


Correspondence, 
MORE POETICAL ADVERTISING. 


SHENANDOAH LAND AND inpnovencenrr } 
Company, 
SHENANDOAH, Va., 
Editor of Printers’ Inx: 

Ihe reading of Mr. John 5. Grey's article, 
“* Advertising in Verse,” recalls a humorous 
incident that happened in Pennsy!lv ania several 
years ago. 

The printing office of which I was foreman 
was printing the premium list for the Venango 
County Agricultural Society, of which J. J 
McLauren, now editor of the Harrisburg 
Telegram, was the secretary and prepared 
the advertisements, which contributed largely 
to the size of the book. “J. J. M.,” as he 
was familiarly known, had a penchant for 
versifying, and the advertisement of a local 
confectioner contained the following : 


**Get your best girl, and straightway bring 


Dec. 7, 1891. ' 


er 

For candy and ice cream to Klinorglinger.” 

The “ devil” of the office was greatly taken 
with the idea, and he suggested that a butcher 
in the town should advertise thus: 
“Get your best girl, 

her 

For bologna sausage to Henry Baker.” 


Wm. H. Resse, Sec’y, 


and straightway take 


(a «o> me 
NOT “OUR GUNTHER.” 
Biackmer Bros. & Co., { 
Cuicaco, November 19, 1891. § 
Editor of Prxters’ Inx: 

Some time ago Printers’ Ink contained a 
very pleasant article by Mr. Joel Benton, in 
which a mistake occurred in giv ing the name 
of our widely advertised candy man, Mr. C, 
F. Gunther, not * Guenther.” Several days 
after noting this mistake I saw the inclosed 
advertisement, which looks like a clear case of 


D? GUENTHERS 
SANITARY CANDY 


ALTHFUL. 
STRENGTHENING. ote Ske 
Made VOrs. 


ben $1; is tor oy i 


any ad nidretaBe0d Send ret for sample sna 
Sanov 209g 
Gamer Sov 0s Bisa Siausen on Fr 
“ benefits from another’s fame.” It cannot be 
that Mr. Benton and others think this is “‘ our 
Gunther.” Percy W. BLackmeEr, 


it aca nerares biner candy. Ome 


sienaiitegiiaieapistinions 
FOR SHOE ADVERTISERS. 
Tuos, D, McE.uente, ' 
Brook.yn, N. Y., Nov. 23, 1891. { 
Editor of Priwrers’ Ink: 
Here is a catch phrase for some shoe man: 
“If the shoe fits, put it on.”’ 
Yours truly, 
Tuos, D, McELHEniE, 
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PRINTERS’ 


INK. 


THE QUESTION OF TYPOGRAPHICAL DISPLAY. 


Brooktyn, December 4, 1891. 
Editor of Printers’ Ink: 

Without attempting any elaborate criticism 
of either of the six specimens of the United 
States Mutual Accident Association’s adver- 
tisement, which appeared in Printers’ Ink 
for December 2, | beg to submit the following, 
which, of course, goes to show that I consider 
improvement possible. Muirron J. Part. 

Curnton, Can., Dec. 5, 1891. 
Editor of Printers’ nx: 

Concerning the advertisements of the U. S. 
Mutual Accident Association of December 2, 
I would say that B is the neatest of the lot. 
Advertisements set on the “skew,’’ as the 
first three, are not, as a rule, as attractive to 
the eye as those that are more symmetrical. 
The selection of type in B is better than in C, 
and the whole arrangement better than A, 
while the running of the rule through from 
top to bottom, with the accompanying matter 
to the left, is more tasty than the block in C, 

. Ho_mes. 


Weepsport, N. Y., 

Editor of Peintexs’ Ink: 
Regarding the specimen advertisements in 
your issue of the 2d inst., would say: Styles 
1, 2 and 3 are fatally bad, They are built 
cross-eyed. and the position of the trade- 
mark is wrong. The oblique line is in poor 
taste and the style throughout is decidedly 
“rocky.” Style B is an improvement, but 
it is scattered, and the vertical line ap- 
pears to separate the parts of the advertise- 
ment too much, Style C is too crowded. 
There is too much ineffective display and the 
trade-mark is in a wrong pusition, Style A is 
excellent and could hardly be improved. T he 

display line “Insure Against Accident’ 
catches the eye, and the white space throws 
the advertisement into prominence at once. 


Dec, 8, 1891. 


The only suggestion | have to offer is to capi- 
talize the words *“* Best Company”’ instead of 
putting the word dest in italics. 
CHAKLES TOWNSEND. 
N. W. Aver & Son, 
Newspaper Advertising Agents, 
a ADELPHIA, Dec. 7, 1891. 

Editor of Printers’ Ink: 

‘The advertisements of the U. S. Mutua 
Accident Association in your issue of Dece1 
ber 2 attract our attention. ‘The general for 
of the advertisement, the wording of the first 
two paragraphs and the diagonal line seemed 
so strikingly familiar that we resurrect the ir 
closed circular. We are glad to know that tl 
* Philadelphia Idea” is thus approved by s 


WP fh gms YOU want to know is how, when and where 
We to get the best returns from such an investment 


= Tes Penscorene tons” 
ES Newspaper Advertising pay b no 
ong open urn 


Ow have been able im many cases to give (hs information 
pA successfully 
p<- + it be a good ‘deat 0 find out what we know about it? 
we | ought to know something about @, tor we ademittedly Go the largest 
business in our line in the world, and @ has not come to us by accident. 


~~ Conrespondence solicited. 
N. W, AYER & SON, 


PHILADELPHIA, Newspaper Advertising Agents, 
No. t 


prominent an advertiser as the U. S. Mutua 
Accident Association. As the No. 3 advertis« 
ment (which is the one that Mr. Nevius says 
will probably be used) is the closest copy of 
ours, we naturally agree with him that it is 
the best. 

Does it pay an accident insurance company 
to copy our advertisements, is still an open 
question. Yours very truly, 

N. W. Aver & Son, 
Dictated by McK 





Does It Pay 


insure 
no longer 
question. 


To 
is 


against accident 
an open 


What you want to know is the best company 
in which to take accident insurance. 


PERHAPS THE FOLLOWING FACTS WILL HELP YOU. 


THE UN 


ITED 
ASSOCIATION has more accident insurance 


STATES MUTUAL ACCIDENT 


in force 


than any other organization in the world. 
It pays more indemnity every year than any other 


six mutual accident associations. 


It has $110,000 emergency fund besides other ample 


assets. 


A $5,000 policy with full indemnities costs $15 per 
year in one payment or $4 quarterly. $5 membership 


fee payable first year only. 


CHARLES B. PEET, 


PRESIDENT. 
JAMES R. PITCHER, 
Sec. & Gen, MANAGER, 


320, 32 


2 & 324 Broadway, 
New York. 


Accident 
Insurance 
sa Pays. 


reliable 
company 
Elsewhere ? 


Perhaps 


Typography by Mittow J. Piatt, 





PRINTERS’ INK. 


Boston, December 7, 1891. 
Editor of Printers’ Ink: 


I was much interested i in ** The Question of 
Ty pographical Display,” illustrated in Print- 
ers’ INK of December 2, While many will 
join with me in considering the advertisement 
marked **C” the best displayed of the three 
shown, are they not all open to the criticism 
that when the paragraph style of the original 
was altered to a displayed advertisement, the 
matter should have been changed also ? 

Working from this standpoint, is it not 

better to say at the start that ** Accident In- 
surance Pays,”’ and leave out mention that 
accident insurance may, perhaps, pay in com- 
panies that are not solid and reliable? Then, 
too, as the cut is very black and heavy, should 
not the type be in keeping with it? 

To better illustrate my idea, the same ad- 
vertisement is shown below, and while the 
type used is not familiar to advertisers, has it 
not the advantage of a different appearance 
on that account? Joun A, Tuayer, Jr. 


Tue Rome SenTInet, l 
Daily and Semi-weekly, 
Rome, N. Y., Dec. 8 1891. } 

Editor of Prixters’ Inx: 

Since you ask for comment and criticism on 
the six forms of advertisements which appear 
on pages 655, 656 and 657 of Pxinrers’ Is 
1 offer the opinion that of those marked Nos, 
1,2 and 3, respectively, the last is preferable 
to the second, mainly because it is less confus- 
ing to the eye without the periods in the blank 
lines, and better than the first, because it is 
broken up in distinctive paragraphs, calcu- 
lated to make their meaning more impressive, 
while the introductory lines are also in more 
readable type. I do not see why any one 
should differ from Mr. Nevius in his prefer- 
ence, but when it comes to the three display 
advertisements, A, and C, of the same 
matter, I would quickly choose one in prefer- 
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ence to his and all of the others, and that 
would be C. It takes the eye—is catchy. 
The words brought out in display appeal to 
the reader. He will read it, and val be i im- 
pressed when he gets through that the claims 
of the U. S Mutual Accident Association 
have been set forth. The panel within a 
panel, with the officers’ names and location in 
plain type under the cut, not alone shows 
taste in typographical ‘arrangement, but 
makes even this part of the advertisement at- 
tractive. B is not so taking, though I believe, 
for reasons in detail not necessary to go into, 
that it would catch more readersthan A. The 
oddity of the cross-line in No, 3 might arouse 
the attention of typographers, but it would 
escape the average reader, whereas C would 
get his attention. A. C, KEessincgr. 
> 
WHY THEY ARE READABLE, 
From the Mobile Register. 

The editorial remark is made in the last 
issue of Printers’ In«x that: 

** Advertisements have come to be consid- 
ered not merely as signs of substantial pros- 
perity in a periodical, but are regarded as a 
desirable feature in themselves. Even Har- 
per’s or the Century would have a * lean and 
hungry look’ without its business announce- 
ments.” 

This is unquestionably true, as all magazine 
readers know—and why? Is it not that the 
advertisements have a practical and personal 
interest as contrasted with the purely literary 
interest attaching to such peor # f this be 
true of advertisements in monthly publica 
tions, how much more strikingly true must it 
be of those in a dail newspaper. Thomas 
Jefferson used to sa that whenever he opened 
his Gazette he saad t first the advertisements, 
as the best indication of the course of busi- 
ness and of the movement of his neighbors, 

upon whose affairs his own must inevitably 
hinge. 
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It is no longer an open question. 


THE UNITED STATES MUTUAL 


other cash assets. 
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Accident Insurance Pays 


In a Solid, Reliable Company. 


The Best Company 


accident insurance in force than any other organization in the world. 
It pays more indemnity every year than 

any other six mutual accident associations. 
It has $110,000 emergency fund besides 


A $5.000 policy with full indemnities costs 
$15 per year in one payment or $4 quarterly. 
$5 membership fee payable first year only. 


CHARLES B. PEET, President. 
JAMES R. PITCHER, Sec’y and Gen’] Mgr. 
320, 322 & 324 BROADWAY, NEW YORK. 


sbtbbbbhbbbbbbbhbbhbbbaoe 


i i hh hi i hi hi ha hh ha hi hh 


is what you want to know. 
Here are the FACTS: 


ACCIDENT ASSOCIATION has more 


hb bbbabbbsbbbbbbbbbbibbtabbtalnboboiant 
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Typography by Joun A. Tuaver, Jr, 
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AN OLD SUPERSTITION EXPLODED. 
From the New York Commercial Advertiser 


‘One thing that I cannot understand,” 
said a well known advertising agent yester- 
day,” is that vague, though venerable, super- 
stition among a certain class of advertisers 
which leads them to believe that their pub- 
lished pictures, if endowed with luxuriant 
whiskers, will inspire unlimited public confi- 
dence in the article which they are placing 
upon the market, This is not particularly no- 
ticeable in the city press, but a glance through 
the columnsof the average truly rural journal 
will prove the truth of my observation. The 

* Professor ” or ** Doctor ” who isthe patentee 
of some all-curing pill or brand of bitters is 
invariably represented in the advertising cut 
as a middle-aged man, with tropically profuse 
sideboardsor a forest of beard, 

The object of this hirsute decoration is 
probably to give a patriarchal and erudite ap- 
pearance tothe possessor thereof ; but he gen- 
erally succeeds in resembling nothing so much 
as the original wild man of Borneo. In look- 
ing through twenty country papers I only en- 
countered two advertisers who had the courage 
to be stereotyped with clean-shaven coun- 
tenances, One manufactured an everlasting 
shoe and the other an unbreakable hay rake. 
Another odd fact is that the majority of the 
people whose advertising cuts credit them 
with lavish chin pieces really haven't a hair 
on their faces. 


P D. Q vs. C. O. D. 
From the Detroit Free Press. 
The tailor said he’d send my clothes 
As soon as he could do 
Them up for me, and : —_ him 
To send them p. d. 


And so he did; but I, alas, 
Must dress as now you see 
Because, forsooth, by some mistake 
He sent them c. o. d 


And p. d. q. is but a tink- 
Ling cymbal and a sound- 

Ing brass that is no earthly good 
When c. o. d.'s around. 


—s 
-*-? 


WANTS. 





Advertisements under this head 30 cents a line 


25 ci 25 cents for Smile 


*s Meditations. 
B. SMILEY, Galesburg, Mich. 


) ANTED—Salesmen for Nursery Stock. Ad- 
dress E. B. RscmahDsos £05. Geneva, N.Y 


DVERTISING MAN wants Absolute 
proof of ability. “ P. H.,” 111 Trib. Bldg, N.Y. 


QuILEY's MEDITATIONS are funn Pa a4 
———— prepaid. J. B. SMI Y, Gi 


y ey purchase, t the daily circulation 
of some ve morni or eve 
Address =D teenie NTERS’ inet ae 


Lh, D—Experience ced Solicitor for Eastern 
work on as ———s id magazine of 
— oe jon. “L. W. C.,.” 


Saas ASSERS wanted to secure subscrip- 

tions for Printers’ Ink. Liberal terms 

allowed. Address tm og of PRINTERS’ 
Ink, 10 Spruce St., New Yor 


BINT ES Rees 4 AMERICAN ART 
a Best Printe Magazine 
tablished. r year. 
onthly. C, i conte 8 cop Sa BS College 
Place, N, Y, 


PRINTERS’ 


INK. 





\ ’ ANTED — Correspondence with publishers 
who — and prove circulation, sam 
as we do. 200,000 monthly average. No proof n 
pay. VICK’S MAGAZINE, 38 Times Bldg, N. Y. 
j ‘- * jal Agent in New york, Phila 
es »ston, Chicago and St. Louis to 
my publications : Southern Christian 
Advocate, Columbia Daily and Weekly Register, 
Address CHARLES A. CALVO, Jr., Columbia, 8. C. 
Pp BLISHERS and others ha lots in Talla 
poosa, Georgia, or Geo: » Al na Invest 
ment Company aan os ¢ ey + I to Sapo 
of at a low can a ver haser by a 
ressing THE ERCH ANT TRA ELER, Chic i 


Wem to purchase, a journal that is pul 
lished either weekly or monthly. One hat at 
is located advantageously. One that will stand 
a close inspection as to Fg and advertis 
ing patronage. Address “ PEC,” PRINTERS’ INK 
EB’ ERY ISSUE of PRINTERS’ INK 

religiously read by many thousand 
newspaper men and printers, as well as by 
advertisers. If you want to buy a paper or 
to get a situation as editor, the thing to do 
is to announce your desire in a want adver 
tisement. Any story that can be told in 
twenty-three words can be inserted for two 
dollars. Asa rule, one insertion can be relied 
upon to do the business. 


———— 
FOR SALE. 


cents a line 


Advertisements under this head 30 


’ EWSPAPER premiums, 8c. up. end | for list 
IN EMPIRE PUB. CO., = 


| Sg gy for illustrati ci C Stalag 
. AM. ILLUSTRA NG 00, 


each. 
Newark, 
IBBON BADGES, F' 


. Banners, Besenstions 
Catalogue free. HI¢ $8 &CO., Palmyra, N 


OR SALE—Stonemetz Folder for 6 or 7-c ne n 
quarto paper; almost new. FARM N 
Akron, Ohio. 


SOR SALE—Best general pointing office in 
Michigan. A 7h terms. $30,000.00 
business per year. Kadress * ”” PRINTERS’ INK. 
Fo SALE—Old-established weekly, in thriv 
ing New York suburb; or half intere st t 
practical ‘ne prepare man or printer. “2,” 
ox 672 . 


JEW PROPRIETARY ARTICLE OF MERIT, 
4% and in great demand. Profits large. Se'! 
or exchange, whole or part. Box 1102, Now 
Haven, Conn. 


Fe SALE— About 800 Ibs. F. L. & Co’s best face 
rovier (coppered), Ly good order—usable at 
least two years on TPS l5e. Ib. An 
swer quick. SCHOOL. jou at i New York. 


Fok SALE—Well established mail order busi 
ness, Se! = rinter or publisher. Ear n 
ine, trom 3 wg Aig Price, $2,000 


“JW. ( 
Room 2, 90 Pond ‘Ave. Pittsburg, Pa. 


MPORTANT! Printers and Advertisers. 5,000 
stock cuts, initials, comic and other illustra 
tions. lic. each. Newspa 
ont, p O08, ————. your town. 
Write for tnformatic ”n 
CHICAGO PHOT ENG. CO., Chicago 


© CUOTHIERS and Dry Goods Dealers hav« 
ordered 177,000 of our World’s Fair Illus 
trators during the last five weeks. A great 
hit in advertising. Send stamps for quae “ s 
and prices. GRIFFITH, AXT TELI LL & C: 
CO., Embossers, Holyoke, Mass. 


HE recent consolidation of the Americus ((a.) 
Times and Recorder gives two new duplicate 
outfits. Desiring to sell one, the Americus Times 
oem. Co, will « er 4 one nye comple te 
ews press, two jobbers, cases, type, etc. rite 
for description, prices and terms. PRig bargain 


Fee SALE.—Owing to the necessity of settling 
the estate of the late Gov. John A. Martin, 
THE ATCHISON CHAMPION is offered for sale 

THE CHAMPION is the oldest new in Kan 


sas, and it will be sold for $25,000, rtion will 
be taken in stock if it fis desired. WL CHAL 





PRINTERS’ INK. 


we SELL paper and job office, miles 
from_N. Y., and give office away if cant 
give satisfactory reason. “ M.,” PRIntexs’ INK. 
uil and best ing newspaper and 

BS job o pe rer raw Nena Reason— 
must & out of business for health. Great bar- 
gain. Address “M.,” PRovrers’ INK. 

¥ YOU WANT TO SELL your Newspaper 

or Job Office, a Press, or a Font of Type. 
tell the story in twenty three words and senc 
it, cay 3 two dollars, to the office of P RINT 
ERS’ If you will sell cheap enough, a 
pt a F, of the announcement will 
generally secure a customer. 


r= SALE—A job office office and a weekly and 
monthly paper. The weekly an official o: 
of the town, county and Stat 
Office wel ed. 
id can “NEW 
JERSEY, ” care of PR 


FRe SALE—To publishers or any person want- 
to offer as a mium a first-class Type- 

writer I have taken in exchange 100 yee pe 
ie machines—all in perfect order, and will 
sell the satire | ag® at wholesale cost or in lots to 
or ¥ ag in advertising or 

Address “ TY PE- 
bain as. Damon, 268 Wash- 

ington 8t., Boston, 


\ HERRING sein in. high, 49 in. wide and 
JA 291-2 in. > outside measurement ; 56 in. 
high, 38 1-2 in de =e 18 in. deep, inside mea- 
surement ; contains 15 pigeon holes, 5 drawers, 
1 covert and 1 com nt ; n first-class con- 
dition. Cost $900. Also a Marvin Safe, 70 in. high, 
32 in. deep and 43 in. wide, o easurem 

$2 in. high, 27 1-2 in. “wide ond 16 tow deep, inside 
tS 1 exclusive of com; t. The 
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MGVHE GRAPHIC, Chicago—Most value at 
least cost to advertisers. 
11, O06 EVERY DAY. DAILY EVENING 
ITEM, Lynn, Mass. 
D EWEY’S CANADA LIST (Co-operative). 
DEWEY, Hamilton, Canada. 


DICIOUS advertising pays. 

LOUISVILLE COMMERCIAL. 
ENTS’ names $1 to 

“AGE NTS’ HERALD, Phila., Pa. 


Ho. many contracts, “No Proof, No Pay”? 
It’s Vick’s Ma@azine’s Trade-Mark. 


OR TIRED, WEAKY BRAINS, take BRO- 


MO-SELTZER. Sold everywhere. 
( \ UARANTEE is good. Proof is better. Vick’s 
¥ Magazine does both. 200,000 average. 
‘ ae pores are brimfull of Vick’s 
Magazine's 200,000. Prove Proved or No Pay. 
81 i PEFR LINE for 1,000 lines in Vick’s. 
Hubbard, Manager, 38 Times Bidg, N. Y 


DR 
Try the 


on per 1,000. 


° aia 





compartment is burglar proof, with bi 

lock, and measures 23 in. wide, h, 10 in. 
deep. This safe has two drawers and 12 p on- 
holes. gt —y doors, and an outside combina- 
tion loek. ‘ost $800. 

of ga S - will be sold for $300 
GEO. P. ROWELL & CO., 10 Spruce St., 


SPECIAL NOTICES. 


oy as new. A choice 
Address 
New York. 





Advertisements under this head, two lines or 
more, without display, We. a line, 


(Bt 

7 

£900,000. 

~ 

yrrs 

VY ICK'S 200,000. 

ys BIBBER’S. _ 
QPOKANE SPOKESMAN. 

b 

200 x 1,000 — Vick’s circulation. 
9 HUNDRED THOUSAND. Vick's. 


9 HUNDRED. Vick’s Magazine. 


| Feats INKS are the best. New York. 


PorvLaRn EDUCATOR, Boston, for Teachers. 
| WILL ray ¥ YOU to know MISTCHAYACK. 
He writes 


GENTS’ nals Phila., Pa. 
80,000 monthly. 


No, eet Proof, tide i Ea ay. Best out. Vick’s Mag., 


15th year. 


Bostox HOTEL GUIDE challenges any hotel 
on circulation. $2. 


HE GRAPHIC, Chic O,, “the great West- 


ern illustrated week ag 


)UT IT IN THE POST,” South Bend, Ind. 
Only morning paper in Northwest Ind. 
ARGEST DELIVERED DAILY sieeuietice 
in Connecticut—NEW HAVEN NEWS. 
CTUAL PROOF before ps 20.0% monthly 
4\. average. Vick’s Mag., Se times B 
83 60 PAYS 1 inch 12 mos. ene ers, 4 
Dod.OU Pays. Country Youth, Milwaukee, “ 
° WRITTEN in the contract. 
200, 000 not proved, No Pay. Vick’s Mas 
ear. Hence larity of 
50 vi vere} 3 Magna ne. 200,000 monthly average. 
HE Col (Pa.) INDEPENDENT ves 
each poe eae 18 cents weekly. Copy free. 
OR Estimates an: ial Offers in pevertie- 
ing, address STANLE DAY, New Market, N 
Peog ple read the « Youngrtown (0) 
20, OOO DAY NEWS. our rates. 
\ ] A. SWANK, A & Com’r in Chancery, Cir- 
e cuit Court, Norfolk, Va. All inquiries ans’d. 
ey ORDER Mechanical Engraving. 
J. E. Rhodes, 7 New Chambers St., N. 
i} IS BIGGER — THE TERRE HAUTE EX. 
PRESS = any paper in Indiana outside 
Indianapolis. 
GAN FRANCISCO CHRONICLE is the leading 
ih a of the Pacific Coast, and has the 
vulation. 


F YOU WISH to advertise us 
at any time write to GEO. P. Ri 
No. 10 Spruce St., New York. 


$1 50 FOR 5 LINES % days. Display ads. 
JV ie. per. jnch = day. ENTERPRISE, 
kton, Mass. Circ’n, 6,500. 
pee ar HOME aa ART MAGAZINE is 
a LADIES’ MAGAZINE. 25,000 mental. 
Address J. F. INGALLS, Lynn, Mass. 
4k PEOPLE’S ILLUSTRATED JOURNAL 
(mo.), New Orleans, La. Dec. issue, 3,805 co 
ies. It reaches So. Homes. Rates on application. 
HE WATCH CLOCK. A A gem. New, novel, 
timekee, Durable a1 . useful. Mailed 
$1.0. F.8. RUDG iis Cornelia 5 t., Brooklyn,N.Y 
K 4maee is spore ughly cov orrered by THE KAN- 
SAS WE AL, Tope! Kan., the 
leading farm --) po. mily hewspaper o: the State. 
UR wy ze 80 #0 low (ide) w we can’t buy @ 
ve cire’n. , e 
tree ILLUSTRATED WEERLY, Topeka, Ranees 
Be OUT—THE K. B. D. PUZZLE. eaben 


pd for sam ‘“— 
THE NOUS V. VERRONS CO » Wor- 
-—E, ‘Mase. 


Pb PUBLISHERS, please send 
circulars and price list of your directo- 
ries to U, 8S. ADDRESS CO., L. Box 1407, Brad- 
ford, McKean Co., Pa. 


T= AMERICAN NONCONFORMIST _repre- 

quaistion sates ge yA Fs, = 

ion ex . vi 30> 
licited, Indianapolis, Ind. 


tos 
ELL & CO. 
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BSOLUTELY NEW—The Marion Hair C —_~ 
y ‘Bend. ace cents for sample and term 
and Nous WER. 


agers female. HE 
NS ooo Worcester, ass. 


EDICAL BRIEF (St. Louis) has the largest 
circulation of any medical journal in 
the world. A ute proof of an excess of 
thirty thousand copies each issue. 


RE ce en nd with Bhoumation t Do 


relie ALLET?’S 
SPECIFIC FC FOR rUEUMATIOM. 1 By 
MALL Marti 


— #1.00, 
Address W. ETT, nsville, New Jersey. 


I ETAIL MERCHANTS— Publish your own news- 
per. Costs less and more effective than 
per. Illust’d stories, fashions, ete. Write 
us. wy ELY TOPICS CO., 295 Wash. St., Bosto: 


fe GALAXY OF MUSIC, Boston, Mass., guar- 
anteed 60,000 co * for November. 

printers, binders and receipts prove that we 
mailed 68,711 copies. Bend Sor Fete and proofs. 
APER DEALERS.—M. Plummer & Co., 

161 William St., N. Y., sell every kind of 
rused by printersand publishers, at low- 

est prices. Full line quality of Printers’ lyk, 


'(.HE TEXAS CHRISTIAN ADVOCATE, Dallas. 

Official organ of all the Texas and New Mex- 
ico Conferences. Circulation greater than any 
other religious paper in the South or South- 
west. 


HE TEXAS FARMER, Dallas. Do you want 

to reach the farmers of Texas? THE TEXAS 

FARMER'S circulation is 30,000 weekly, which 

is oer than that of any other paper in the 
Sta! 


ol SCHOOL JOURNAL, Weekly (circula- 

tion 18,000), and TEACHERS’ INSTITUTE, 
Monthly (circulation 47,000), reach a large 
proportion of 200,000 teachers and school 
officers, Circulation proved. New York. 


POEM in Typewriters—New International 


Double Keyboard. Best machine in the world. 
Last season we booked sixteen hundred contracts 
with publishers. Write for our contract for 1892. 
w. 


T. BROW NRIDGE & CO., & CO., Park Sq., Boston. 
HE PRICE of the American Newspaper Direc- 
Te tory is Five Dollars, and the purchase of the 
book carries with it a paid subscription to PRuivt- 
ERs’ Inx for one year. Address GEO. P. ROWELL 
& CO., Publishers, No. 10 Spruce St., New York. 


F will exchange THE INDICATOR, a 

National Journal of Insurance (10th y ear) 
with any ye el or persomcns hav ing an 
insurance department. Addres: V- 
ENW ORTH I UBLISHING Co., Detroit, Mich 


Ww BEETS. 0 an advertiser does business with 

“ne, a discount to the amount of 
for hev wilt 2 ‘allow unt —' to pay 
to PRINTERS’ In 


‘or & youre subscrij Ad- 
P. RO ELL, & CO. Rowen r Ad- 
p= >. Agents, No. 10 0, 10 Spruce ‘Bt., New 


ork. 
LASS PAPERS. Trade Papers. Complete lists 
of all devoted to any of the various trades, 
rofessions, societies, etc, may be found in Geo. 
. Rowell & Gos “ Book for Adve: wtioere,” which 
is sent address on receipt of one 
gener. "apply to GE. P. ROWELL & CO., Pub- 
lishers, 10 Spruce 8t., New York. 


O ADVERTISERS— Advertisers who want the 
best thing in the bay ege States to away 
to advertise their to send 10 cents in 2-cent 
ps for a ae and 
neo of a lifetime. Fee a 
will last mtor a lifetime. Address 
TALING, 70 Madison Ave., Afoany, ¥ 


Ss PAPER. ¢ | oa not insert any advertise- 
TS matter. Loy tine at 
be matter is inserted free. 
earest to readi 


E. HOUGH- 


are yf as interesting as reading matter. 
The cost is 50 cents a line each issue fort ‘two lines 
or more. 
oO YoU KNOW “THAT THE G N 
was established 1842 a thot THE 
DALLAS NEWS was established 1885; that they 


tion of Tana pealtes terri — t~ ptt ie a 


jon of _ 
telegraph wire Sonnet e two offices ; 
daily train at its 


that each cxpeneel runs @ 


ENVER, Colorado.—Geo. P. Rowell & Co. 

of New York in their new BOOK FOR 
ADVERTISERS name the best, most widely 
circulated, most influential papers at eac/| 
important center of population or trac 
throughout the whole country. For Denver 
the Ra per accorded this distinction is the 
DENVER REPUBLICAN. 


( F the 207 newspapers and periodicals pub 

lished in Connecticut in 1891, the H ART. 
FORD TIMES stands at the head in point; 
circulation. The American Newspaper Di 
rectory rates it the highest by several thou 
sand. It is undeniably the newspaper in 
Conn. for the advertiser seeking best results 
A popular family newspaper. 


© EVERY PERSON who will 
ih subscriptions to PRINTE s’ ws INK, we 
will send the per for one year gratis and a 
cloth-bound copy of our“ Book for Advertisers 
for ten c - riptions, FS ppy of — Ameri 
can News| r Direnory wil mas an ad 
ditional premium. Address GEO. BO. a L& 
., Publishers, 10 Spruce St., New Y: 


HE AGE-HERALD, ioceetom, Ala., 

only ae Fao send printed in the = 
eral region of Alabama. Average daily cir 
culation, 7,500; average Sunday circulation, 
10,000; average weekly circulation, 25,00 
Population of Jefferson County, in which 
Birmingham is located, 100,000. For advertis 
ing rates address THE AGE-HERALD COM 
PANY, Birmingham, Alabama. 


MERICAN NEWar Aras printed in foreign 
mplete lists of German, Scan 

dinavian, ach. Spanish, or Portuguese news- 
rs in the U: nited States, or all those printed 
k other than Eng . may be 
“Book fi foe Adver 


re five 


any language 
found in Geo. P. Rowell & Co’s * 
tisers,” which is sent by mail tc ony 06 ress for 
Apply to GEO. P. RO PELL ne { CO., 

lishers, 10 pruce St., New York. 


+n NOT OWN an Illustrated Newspa 
per to advertise your business? id 
ou know it could be done at moderate cost ? 
-articulars and samples free to any respon 
sible firm. PICTORIAL WEEKLIES Co., 
28 West 23d St., New York. Mr. GIBBS, of the 
National Cash Register Co., says since pub 
lishing their own paper, “ THE HUSTLER,’ 
their business has increased 300 per cent. 


CATALOGUE OF 4,000 PAPERS in which we 
+1 own $100,000 vere of advertising 
we wish to sell, will be sent to any 
receipt of 15 two-cent stam fe 
orders for advertisements to be inserted in these 
papers and accept from es having fair busi 
ness ratings no! coming due after — aever 
ising been yu fe oma its results ized 
Address Ri OWELL’S NEWSPAPER ADVE ERTIS 
ING BUREAU, 10 Spruce 8t., New York. 


M4y ABUEACTURERS advertising for profit 
id confer with = MANUFACTURERS 
ADVERTISING BUREAU, 
perience, large business, commutation rates, sp 
cial stvileges, editorial department, illustrate: 
articles, trade notes. Manuf’g, Electrical, Engi 
neering, and a Weeklies and monthlies a 
We buyers of space 
in trade ‘journals ‘ in the United States, and sell 
at the lowest figures on convenient terms. 


is it your desire to use the best Newspaper ab 

lished in the section of — you wish to 

wenase THE — —S the or the south 

weste: art of Missouri nye a old, circula 

tion soli , and has a list of 3,060 issued every day 

(evening) exce Maden =A circulation 
; Advert 


New York. Great ex 


from all responsi Mn Fn 
rom res} - e agen an e mer 

tes ft rnished on applicatio Gta 
; Bhs 41 KENNEDY. Publishers, Springfield, Mo 


VERY ONE IN NEED of information on the 
4 . of — will do si to obtair 
y of “ Book for Advertisers,” 368 
price (me dollar. Mailed, 
ceipt of price. Contains a care 
from the American Newspaper ry of a! 
the best papers and class journals ; gives the cir 
culation and ratin, ng of every one, and a good dea! 
of information about rates and a“ matters 
portataing to the business of advert 
dress ROWELL’S ADVERTISING B BUREAU, 10 
Spruce 8t., N, ¥, 
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Printers’ Ink 


will begin the new year with 
a “‘ Special New Year’s Num- 
ber.” It will be character- 
ized by features of special 
interest and will be in every 
way a notable issue. 

Advertisements are solicit- 
ed. The edition will not be 
less than 

50,000 

copies. It may be a good 
deal larger. Copy should be 
in hand one week in advance 
of publication. 


SVSVSESOESesessessessessesesesess 


GEO. P. ROWELL & CO., Pubs., 


NEW YORK, 


CATCHY > 
STRIKING 
STRONG EFFECTS 


iN 
BLACK 

AND 
WHITE 


are much sought after b} the leading 
advertisers. They believe that frequent 
changes and attractive advertisements 
are necessary in order to get the best 
results from newspaper advertising. 

We prepare attractive advertisements, 
with or without illustrations, deliver 
our customer the completed advertise- 
ment in the form of an electrotype and 
charge him in accordance with the time 
and talent devoted to his order. 


GEO. P. Rowe. & Co., 
NEW YORK. 


| 
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Every 

business man % OF 
is the farmer of 
his own fortune, and “8 SUCCESS. 
the harvest he reaps is en- 4 — 
tirely due to his own perse- e 
verance and industry If “; 4 ey 
properly sown, there is not Qo » bp 
one seed that promises him bet- >; or © 
ter returns than liberal advertis- Bz J oo 
ing; but it requires careful culti- -* 
vation, for the field is a large one. “> 
and there are many dry and bar- % 
ren spots that must be avoided 

We are practical farmers in 
the advertising field. and after 26 
years’ careful study and exper- 4%, 
ence we are better able to avoid » 
the barren spots and add to the 
chance of reaping a rich har 
vest by preparing bright, +,” 
original advertisements ,* 
suitable for your business . 
and placing them in mediums 
which in our judgment will 
show the best possible result 


. 
0 





Advertisers : 
We Solicit 
Your Patronage. 


If it is your desire to place us in position to 
serve you to best advantage, you should 
1—Tell us where oe wish to advertise ; that is, 
specify the field, or what it is that you wish 
to accomplish. 
2—Tell us how much money you are willing to 
devote to the advertising ; that is, to the first 
order—the one you now have in mind. 
3—Send us such information as will enable us to 
prepare a suitable advertisement. 
4—Authorize us to procure the best advertising 
we can for you within the prescribed limits. 
If you have no previous acquaintance or 
open account with us and are not accorded a 
ood credit in the mercantile agency books 
it will be well to give references or send a 


We not only 
advertisemen 
erly worded, 
proper display, 
we also pi plans 
and estimates for the 

idance of an adver- 
iser who desires this 
service of us, and for 
this work, as well as 
for the preparation 
of an vel 
we make a suitable 
charge. 

Except for regular customers, we do not 
attempt the preparation of estimates for ex 
tensive —_ y yee] ‘hat the applic 
apparent in t. ginning 
cant expects to pay for the 


re 
prop- 
with 
but 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


GEO. P. ROWELL & CO., Pusuisuers. 
Office: No. 10 Spruce St., New York. 


Issued every Wednesday. Subscription Price : 
Two dollars a year in advance; single copies 
Five Cents. No back numbers. Wholesale 
price, Three Dollars a hundred. 

ADVERTISEMENTS, pearl measure, 50 cents a 
line; $100 a page; one-half page, $50; one- 
fourth page, $25. Twenty-five per cent. addi- 
tional for special positions—when granted. First 
Page $200, Last Page $150. Special Notices, 
Wants or For Sale, two lines or more, 50 cents 
a line. Advertisers are recommended to furnish 
new copy for every issue. Advertisements must 
be handed in one week before the day of pub- 
lication. 


JOHN IRVING KOMER, EDITOR. 





For the week ending December 9, 1,798 new 
names were added to the mailing list of Priwt- 
ers’ Ink. 


ON the printed mailing list of PRiInT- 
ERS’ INK there are now 43,257 names, 


Work on the ‘‘ Special New Year’s 
Number” of PRINTERS’ INK is now 
progressing, and we are able to prom- 
ise an attractive issue. Copy for ad- 
vertisements will be received up to one 
week in advance of date of publication, 
January 6. 


WHILE it is true that the man who 
journeys abroad sometimes falls into 
the ditch, it is an equally indisputable 
fact that the man who always stays 
home never gets anywhere. Most men 
prefer to make an effort to extend their 
business, even though it involves a 
risk. Theold proverb, ‘‘ Nothing ven- 
ture, nothing have,” applies to news- 
paper advertising as well as every other 
branch of business. 


THE letter published in our Decem- 
ber 2 issue, from Messrs, Jackson & 
Bell, asserting that the circulations of 
several North Carolina papers were 
overstated in the American Newspaper 
Directory, has brought forth communi- 
cations from two of the publishers in 
question: Our Southern Home and 
Biblical Recorder, The former asserts 
that its circulation is nearly twice the 
Directory rating, and the latter pro- 
duces its receipted press bills to prove 
that it was entitled to the rating 
given. 


THE second issue of Printers’ INK 
in 1892 will be sent to every one of the 
35,500 druggists in the United States 
and Canada. This will be in addition 
to the regular edition of the paper. 
This issue will be dated January 13, 
and copy for advertisements will be re- 
ceived up to one week in advance of 
this time. 

Dogs it pay tosteal our ideas? is 
a question asked in another column by 
N. W. Ayer & Son, the Philadelphia 
newspaper advertising agents. The an- 
swer is : ‘‘ That depends.”” When the 
idea is good it will pay to use it ; when 
it is poor it will not. Ayer’s ideas are 
usually good, but no one stole the 
**Ghost Dance” idea. 


ENGLAND and the United States are 
very closely related in the advertising 
way. Some of the largest patrons of 
American papers are English houses, 
and some American manufacturers re- 
turn the compliment by advertising 
lavishly in Great Britain. What is be- 
ing done in England, therefore, in the 
advertising way can hardly fail to be of 
interest to American advertisers. W< 
inaugurate this week a new feature in 
the form of a weekly London letter, 
written by Mr. T. B. Russell, in the 
office of John Morgan Richards, En- 
glish representative of Perry Davis & 
Son, The Centaur Co., Carter Medi- 
cine Co., P. H. Drake & Co., Hall & 
Ruckel, the Pharmacal Associaiion, 
etc. 


From our enterprising English con- 
temporary, Fame, we reprint an article 
on ‘Art in Advertising,” by Mr. 
Thomas J. Barratt, the presiding ge- 
nius of the Pears’ Soap advertising. In 
the estimation of many American ad- 
vertisers, Mr. Barratt is one of the 
masters of the art, and what he has to 
say in support of his own especial style 
can hardly fail to be of interest. Among 
other things he states that he has ex- 
pended upon the famous Millais pic- 
ture, ‘‘ Bubbles,” £20,000, though in 
what way this sum has been expended 
he leaves us in doubt. Mr. Barratt, 
however, is broad-minded enough to 
recognize the value of getting the best, 
even though, at times, it becomes nec- 
essary to pay a fancy price. Often, 
the apparent fact that an advertisement 
represents a good deal of money is the 
very feature that commands the atten- 
tion and admiration of the masses, 
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Tue New York World of recent 
date prints an editorial beginning as 
follows : 


The question of largest circulation of any 
weekly to a daily having been raised by 
Printers’ Ink, half a dozen have entered for 
the crown. But not one of them thus far has 
given any figures of circulation. It is all talk. 


A detailed statement of the circula- 
tion of the Weekly World is given, 
showing its average to have been 
110,157. The Zoledo Blade reprints 
the World article in its issue of De- 
cember 3, with the following editorial 
introduction : 

A claim without figures made in Printers’ 
Ink a short time ago, that the Chicago /nter- 
Ocean had the largest circulation of any 
weekly to a daily newspaper in the United 
States, has started a discussion as to the 
actual figures of some of the big weeklies. 


And after the reprint : 


The World is not entitled to the crown 
after all, for the Weekly Blade's circulation 
for the fifty-two weeks ending last Thursday 
amounted to 5,888,000 copies, or an average 
of 113,211 copies weekly. 


In support of this the Blade pub- 
lishes a detailed statement similar to 
that of the World, from which it 
would appear that there is justice in 
its claim. 


Apropos of Mr. Grey's remarks on 
poetical advertising, the following, 
from a local paper, appears to be an 
awful example : 

Come in, come in, ye people fine, 

And buy something for only a dime, 

Or, look at a pretty writing desk 

For papers and books, cheap as you ask, 

It cannot be beat, it pleases them all, 

Perfect, adjustable and hangs on the wall. 
You stand up in the morning to write 

And then you may sit down at night, 

Fad's fancy stands with legs No. 3, 

The prettiest things you ever did see, 

1 have them round and square for $1. 

Perfect and complete ready for the parlor, 
And if your fancy on odd things wander 
Don’t stop to barter, have 'em made to order, 
And wad if you hope to soar with angels 


abov 
Don’t let a man die for want of money or love. 
E. ANDE RSON, 
New Berlin, N.Y. 
P. S.—Partaer wanted. Save thing. 


3 West St., 


THE first essential in writing an ad- 


vertisement is to have something to say. | 


Form of expression is only an acces- 
sory. People do not read books be- 
cause of the beauty of the language 
used, They read for the ideas, and a 
graceful diction is only an agreeable 
ornament. The most important thing 
about an advertisement is that it shall 
offer a distinct and attractive induce- 
ment. After this feature is assured it 
will be in order to make the language 
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as clear and transparent as possible. 
Assume that the attitude of the public 
is: Why should | deal with you instead 
of John Jones? If you can answer 
that question satisfactorily, your adver- 
tisements are bound to strike home, 


THE REVIEWER. 


Like most persons who have been 
accustomed to look upon the Rogers, 
Peet & Co. advertising as among the 
best that was put out by retail houses 
anywhere, I had always supposed that 
its preparation must involve no little 
care and thought. I was, therefore, 
rather surprised by a recent note from 
Mr. Frank R. Chambers, the man re- 
sponsible for their bright announce- 
ments, in which he said that his time was 
**fully occupied with the management 
of the business, with advertising as a 
mere side issue.” Are we to conclude 
from this that that which is done the 
most rapidly is often the best, and that 
time spent in revision and polishing 
phrases is worse than wasted? I have 
sometimes thought in my own experi- 
ence that the first form an advertise- 
ment took was apt to be the best, and 
that rearranging and rewriting it was 
about the surest way of taking the life 
out of it. 


. 
* * 

The daily Zribune, of Jackson, 
Tenn., recently published the following 
remarkable paragraph, one word in 
which I have taken the liberty of itali- 
cizing : 

Rev. J. H. Felts, pastor of the West Mission 
Church, preached his farewell sermon this 
conference year Sunday. This is the first 
year Rev. Mr. Felts has had charge of West 
Jackson Church, and by untiring zeal and so- 
cial qualities he has made many women friends 
among his congregation who will be glad to 
see him return, 

For ‘‘ women” I suppose we should 
read ‘‘warm.” A correspondent in- 
forms me that the reporter is still liv- 
ing, but that the preacher is in the toils 
of an investigation. 


* 
* * 





THINKER 
PEEPER 





Such is the title of a little advertis- 
ing handbook issued by a paper called 
American Investments. \ts appropri- 
ateness is seen in the sub-titles which 
appear within: ‘“‘ What I Thought” 
and ‘‘ What I Saw,” Certainly no man 
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who sees such a title on a cover can 
help being impressed by it and feeling 
a little curiosity in regard to its con- 


tents. 
as 


bri Your elas i> 


oy ay alg 


nn G1,” For Daodref, hing 
Faieate 


The ‘‘ Don’t Lose Your Hair” an- 
nouncement may advertise a first-class 
article, but it strikes me I would rather 
jose my hair than go around with a 
fractured skull the way the fellow in 
the cut seems to be doing. 


* * 

Here is another example of an ad- 
vertisement made ridiculous by the use 
of an injured cut or villainous printing 


MEDINA’S HAIR STORE 


REMOVED TO 


1613 CHAMPA: ST. 
What is it ? 


ART IN ADVERTISING. 
Thomas J. Barratt, in Fame. 


Advertising is sometimes spoken of 
by experts as a ‘‘science.” Whether 
that be a correct definition or not, cer- 
tain it is that advertising has become a 
fine art. Of late ycars the public have 
undoubtedly been greatly impressed by 
the notable improvement which has 
been wrought as regards pictorial ad- 
vertisements, and, on the other hand, 
it is realized that the most effective 
kind of advertising is that in which art 
is allied to enterprise. 

I think that, in respect of Pears’ 
Soap advertisements, I may claim to 
be a pioneer of that modern develop- 
ment, and I may say in connection 
therewith that, coincident with the 
enterprise of advertisers and the educa- 
tion of the public taste, the sentiments 
of artists themselves have undergone a 
great change. When I first endeav- 
ored to enlist the co-operation of 
artists I found that they were inclined 
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to be conservative on the subject of 
exercising their talents on behalf of the 
advertiser, and that they cherished the 
now exploded prejudice that it was 
infra dig to do so. Happily to that 
prejudice more just and liberal ideas 
have succeeded, and it is now recog- 
nized that the advertiser, far from de- 
basing art, is really a public benefac- 
tor, inasmuch as, by reproduction, he 
familiarizes the masses with the works 
of the greatest living painters. 

A fine picture in the Royal Academy 
is doubtless seen, admired and appreci- 
ated by thousands; but what oppor- 
tunity, were it not for the advertiser, 
would the great mass of the people— 
the very people upon whom refining 
influences should be brought to bear— 
have of deriving like enjoyment? 

Scarcely any, I fear. 

If, therefore, other advertisers have 
followed our lead, I, far from com- 
plaining, am glad to perceive that they 
are worthily contributing to the same 
good work in the elevation of the pub- 
lic taste. Apart from the utilization of 
high art, a satisfactory feature of 
modern advertising is the extent to 
which good pictorial matter is issued 
by advertisers, and I am convinced 
that, in this way, advertisers have done 
more than any other class of the com- 
munity to brighten the homes of the 
people. Why, even the grocers’ calen- 
dars are serviceable in this way, and I 
believe that, in some of the humbler 
homes of England, these constitute 
the only touches of color which relieve 
the monotony of bare walls and unat- 
tractive surroundings. 

There is something of pathos in this, 
when you come to think of it; but all 
honor to the tradesman whose enter- 
prise is attended with such pleasant 
results. I am convinced that pictorial 
matter of this description has a whole 
some effect, and adds to the domestic 
coziness of the toiler’s household. As 
a rule, too, the themes treated point a 
homely moral easily comprehended, and 
that, of course, is a good thing. To 
place obstacles, therefore, in the way 
of reproducing pictures by advertisers 
would be to restrict well-meaning en- 
deavors to contribute to the happiness 
of the people, and, surely, if art fulfills 
its true mission, that is what it should 
accomplish. By disseminating exem- 
plifications of genuine art, the adver- 
tiser not only substitutes high ideals for 
others the reverse of elevating, but he 
does a great deal towards popularizing 
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artists, whose names, otherwise, would 
be unknown to multitudes with whom 
they are now as household words. 

Great and satisfactory advances have 
‘been made, both as regards the selec- 
tion Of geod pictorial matter and its 
artistic repeatiestion. Moreover, the 
improvement in the processes of print- 
ing has been attended withma economy 
of expense, so that such work cam mow 
be produced cheaply enough to permit 
of extensive dissemination. 

Still more notable, however, is the 
extent to which the very highest forms 
of art are now utilized, and the sums 
which are spent on the purchase and 
reproduction of celebrated pictures. 

Take, for instance, Sir John Millais’ 
picture, entitled ‘‘ Bubbles,” with which 
we have familiarized the public by 
means of posters and advertisements 
in periodicals. The aggregate cost 
amounted to no less than £20,000, 
though we gave a huge order for print- 
ing in order to secure the most favor- 
able terms. The work, however, was 
certainly beautifully executed, and, as 
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an advertisement, powerfully effective. 
It is impossible to be confronted with 
a picture like that without having one’s 
attention arrested. Herein lies the value 
of artistic advertising, costly though it 
may be. The public, whether they be- 
long to the cultured classes or not, 
have a perception of true art. It ap- 
peals to their innate esthetic sense, 
and they cannot fail to be impressed 
dy it. 

Our datest artistic enterprise is un- 
dertaken primarily for the benefit of 
the retail traders to Whom we are issu- 
ing a Christmas annual and three high- 
class pictures at what, having regard 
to the value given, is merely a nominal 
price. These presentation plates which 
accompany the annual (illustrated by 
L. Rossi) comprise three pictures print- 
ed in colors, entitled ‘‘ Oriental Col- 
ors,” by W. S. Coleman; ‘* The Gar- 
den of Eden,” by Fred Morgan, and 
** A Good Joke,” by P. Torrini. These 
pictures, we believe, will be as effective 
as others which we have popularized in 
the past. 


we 


“ 
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AN UNDERTAKING RHYME. 


GarveENn Norss, 
East Sumner, Me., 
Editor of Printers’ Ink: 

Mr. John S. Grey, in his interesting article 
on * Advertising in Verse,’‘ in your issue of 
December 2, mentions the undertaker’s trade 
as the only line of business for which he has 
not written advertising verse. It may possibly 
interest your readers, however, to know that 
such verse has been undertaken. 

Somewhere in the early seventies, when the 
writer was a compositor on the Lewiston (Me.) 
Gazette, a furniture dealer, who also carried a 
line of undertaker’s goods, sent in a rhymed 
advertisement, in which occurred the follow- 
ing couplet : 

* Coffins and caskets bright and new, 
With silver handle, knob and screw. 


Monthly, t 
Dec, 5, 1891. § 


” 


One of the compositors (we always attrib- 
uted it to the office devil) thought there was 
room for improvement, and managed to slip in 
a couple lines of his own, so when the matter 
went up to the proofreader the above couplet 
was immediately followed in type by the fol- 
lowing : 

“Second-hand coffins for the poor, 
Who can’t afford one any newer.” 

If of sufficient interest you may give this 
little reminiscence a place in some odd corner 
of Printers’ Ink. W. H. Eastman. 


INGENIOUS ADVERTISING JINGLE. 


‘* Why are the Sohmer Pianos so named ?”’ 
A lady inquired of a broker ; 

** Because those pianos, extensiv ely famed, 
Soh-merrily play !”’ said the joker. 


“ Soh-murmurs a punster,”’ the lady replied, 
** Soh-mirthful is he in his manner ; 
* But tell me, my friend, why the term is ap- 
plied 
To the wonderful Sohmer Piano?”’ 


“ Well, this is the reason,” the broker began, 
“3 sh-mercantile men understand it ; 

But the lady said to the unfortunate man, 
** Soh-merciless, sir! I won’t stand it!” 


The broker then answered, “‘ My joking don’t 
min 
Too much of it is not in season— 
The Somher Pianos are best of their kind, 


Soh-merit, no doubt, is the reason !”’ 
1000 FRESH Names and | Addresses, #1. 
CHAMPE & CO., Garnett, Kas 


1 WRITE cro. cuinxtim weisn 


CHINN, 135 W. 13th St., N.Y. 
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reached weekly a the Augusta 

WOOD aha 
1F vou WANT. cents in stamps for | 2 
Spencerian Pens Xew vork 


A Poetical Ad 
4 by test 
ads on any subject. 








THE BEST 








Portraits—Made to order from 


9 DISPAT CH, ” + O. Box 632 St. Louis, Mo. 
Photos. Cheapest new Spaper cuts 
made. Send for proofs. CENTRAL 


$1.00 | PRESS ASS ICIAT'N, ¢ - Columbus, Oo. 


San Francisco Bulletin 


Largest evening circulation in California. 
High character, pure tone, family newspaper. 
GOLDTHWAITE’S 


CGEOCRAPHICAL MACAZINE. 
CIRCULATION UNIVERSAL. 








I write Ada 
You want \da (if still living). 
Add — and that toge ther, 
then Add 
Adams the aa a 212 Market St., Chicazo. 





THE KEYSTONE LIST 


150 weekly papers, located princip: my! in Pa. and 
N. J.; ten lines, one time, entire *7 i? Send 
for list. B L. CRANS, 10 Spruce st. oi 


e Evening Journal, 
EY CITY, N.J. Cifeulation. 14,000. 
Ad vertisers say y it pays. 





Arthur’ s New Home Magazine 

llustrated, Philadelphia, guarantees 800,000 
bm for 1892. Best and cheapest advertis- 
ing in America. 


GREAT OFFER 


50 Daily Papers J be d at s: 00 r 
inch i month per pa per. Send for li ae 
CRANS, 1 i Spruce St., . . 


PUBLIC 


Washington. 
New Took. 





‘Siwere pays 
Advertisers. 


OPINION 
ro'terke RUBBER STAMPS 


Latest Improved Process. Circulars 


free. BARTON MFG. CO., 318 Broadway, N. % 





HOW 





AD oT to let direct from letters. Goop. 


GOODWIN, 1215 Broadway, N. ¥. 
BEATTY 
LETTERS "EBM 2 Tit 
NEWSPAPERS SESE Tt 
PATENTS rotedtittih Cilmcun'S E 


LD, Washington, D.C. 
66 UNIQUE CORNER OF THE EARTH” 
ronado Beach, San Di 4 hater 

California. “The Hotel del Coronadc 


BOSTON, Scene” 


ashington 5: 





Organs $35 up. Catalogue Freer 
Dan’l F. Beatty, Wash’ton, N. J 








remiums from Em- 














San Francisco Call. 


Established 1853. 
Daily, 56,759—Sunday, ” 61,961. 
The Leading News paper of the Pac ific Coast, 
in Circulation, aracter and Influence. 


JESTIMATE CLERK WANTED 


Who has a complete knowl of details con- 
nected with the publications of United States and 
Cana One controlling business preferred. 
Address “ D.,” 2 Cortlandt St., New York City. 


Numbering & Paging Machine, 
EVERY PRINTING OFFICE SHOULD HAVE ONE. 
NO COUNTING ROOM COMPLETE WITHOUT ONE. 
SEND FOR PRICES AND ILLUSTRATED CIRCULARS TO 


W. Baumgarten,213 Fayette St.Balto,Md 











PRINTERS’ INK 


PRESSWORK. 


Large Runs Solicited. 
Facilities 300 Reams Daily. 
GIBB BROS. & MORAN, 


PRINTERS, 
15-51 Rose Street, - New York. 


COMPOSITION ELECTROTYPING— BINDING. 


CANADA. 


If you intend advertising in Canada it will 
be of interest to know that we handle more 
business with Canadian a than any 
other Agency in existence. e control the 
Canadian advertising of many of the largest 
and shrewdest advertisers in the world, 
Pears’ Soap, for instance. Our efforts are | 
devoted to Canada alone. We have no pre- | 
ferred list, but handle them all. Write us| 
before placing your orders. A. sine 
& CO., Montreal, Canada, 


HOW'S THIS? 


Reliable agate measure, letter opener, leaf 
cutter. Made of Alaminum, the wonderful 
new metal. Light as wood. Strong as steel. 
Cleaner than silver. Will not tarnish or cor 











rode. Six inches long. Just right for vest | A 
pocket. Elegant for desk or library. You 

? Bee nts, lease. Stamps will do. 
N, 161 La Salle St., Chicago. 


TEACHERS. 


want one? 
R. Ss. TH 





Over 100,000 read the 
American 
School Board 
Journal. 
WM. G. BRUCE, 








The National Agricultural and Home 
Monthly of Greatest Guaranteed Circulation 
West of the Alleghenies. 


LOWEST UNIFORM RATES 





Dodd’ s Aéretising Aeerer Boston, 
Send for. Estimate. 


RELIABLE DEALING. CAREFUL SERVICE. 
_- “a sew ESTIMATES. 64 
GUNNING’S 
World’s Fair 
Bulletin Boards. 


A Million Readers a Day. 
Your adv. “should b be on them. 


THE R. J. GUNNING CO., 
297 Dearborn Street, Chicago. 


tocrs NEWSPAPER 
ADVERTISING ss&xcr 


WE G!VE TO ALL CUSTOMERS 
Judicious < 
Selections, r 
Experienced Low) ii 

aalstance, « 

















y. 
Confidential 


ne, va 
Low Prices, Service. 


ADVERTISEMENTS DESIGNED, PROOFS SHOWN AND 
Estimates or Cost in ANY NEWSPAPER 
FURNISHED FREE or Cuanrce. 


J.L. STACK & CO. 
Romapager Advertising, st. Pavt, min, 


e learned ti 
lishers ke how at Ax. eae] 4 \ og he National Jour. 
ist, and testi a“ number of that 
zt FL. of views is 
h $100. It costs $2 a year. 
Advertisers must remember that to rr ous 


Space sold at the Home or New York Office. | tomers it is necessary to advertise in 


or at any Godd Agency 





that goes to buyers in every section 


¢ the oo 
per is the C ICAGO TIONAL 
iymouth Place, Ghiomme, iL. 


JOURN iT, 21-25 P 








Che Christian Advocate. 


PP a as od Ay Be OvEs £0000 copies WEEKLY. 


Represen 
me miberaniee r 4 the Shraseh Ang every gm ty any 
columns are under most careful supervision, n: 
to the most refi taste or of the character of whic 





the country is very Ramee. Its > 
ing admissible that is in any way offensive 
there is any reasonable doubt. 


MUNT & EATON, Publishers, 150 Fifth Ave., New York, 


neta Lien: 





75° 


A Thousand Newspapers 


A DAY ARE READ BY 


The Press Clipping Bureau, | 
ROBERT & LINN LUCE, 
103 Milk St., Boston, Mass. 
WHO FOR ? Business houses, 
that want earliest 
= of construction ; 
ly houses, that want addresses of 
seal ble customers; 
Sixty class and trade papers; 


Public men, corporations, professional 


PRINTERS’ 


men, who want to get news, see what is said | 


or them, or gauge public opinion. 


ICFOR| 


en OF Fis 
: Ns 


oie tory a 
MAKERS, 
CHICOPEE FALLS, MASS. 


BOSTON. WASHINGTON. DENVER. SAN FRANCISCO 
A. G. SPALDING & BROS.. Special Agents, 
Chicago, New York and Philadelphia. 


41,588,584 
Circulation 


In six months, July Ist to Dec. Sist, 1890, was 
given by our agency to the 34g inch adver 
tisements of 








Scott’s Emulsion 
of Cod Liver Oil 


in Some Print country weeklies. 
believe an investigation would satisfy 
many advertisers that they could use the 
Home Print weeklies to advantage 
this class of 


Our Catalogue of i's cas of 
Edition for 1891, will be sent to any adver 
tiser on application, and our method of work 
fully exp! 


N ' 
5. W. BRANCH, amo Sasuscees B’Rla, CHICAGO. 
EASTERN BRANCH, 54 Beekman St., KEW YORK 





INK, 


CTADELLA 


ALLOYED NK 


TRADE MARK 


“There may be better pens 
in the wide world than the 
Tadella, made by the Tadella 
Pen Company of St. Paul, 
Minn., but the JUDGE has 
not found them. 
take the lead.” 


—Judge, 


They easily 


NV. Y., Oct. 2gth, ’g1. 


Samples free at your stationer’s ; if he hasn't 
them send us ten cents for twelve styles. 


TADELLA PEN CO., 
ST. PAUL, MINN. 


THE 


TOLEDO BLADE 


Daily Circulation, 


15,500 


The combined circula- 
tion of all the other 
Toledo daily papers 
does not equal the 
BLADE. 





Weekly Circulation, 


113,000 


The largest circulation 
of any weekly-to-a-daily 
in the United States. 
For advertising rates 
in either edition, ad- 
dress 

THE BLADE, 

Toledo, Ohio 





PRINTERS’ INK 


“CUTTING PRICES.” 


The habit of beating on price is a 
confirmed one with many buyers, and 
there are a good many houses who 
will, rather than lose a customer, sell 
him the goods at cost, with the hope 
of future business that will enable 
them to make up their loss. 

It is rarely, however, that they are 
enabled to do so, as buyers will take | 
advantage of their knowledge that | 
‘‘ offers” will be accepted, and always | 
act accordingly. 

The most successful merchants are 
those who ask a fair price and firmly 
adhere to it.—//ardware. | 


The W. D. Wilson Printing Ink 
Co., L’t’'d, of 140 William St., New 
York, ask a fair price and firmly ad- 
here to it. ‘They have adopted the 
one-price system, allowing no dis- 
counts except for cash. If the goods 
are not found as represented, they 
may be returned. 

Send for specimen book and price-| 
list. 

PRINTERS’ INK is printed with Wil- 
son’s Ink. 


Watches for 
Premiums 


We lately traded a lot of 
ADVERTISING CLOCKS for 





400 American 
Lever Welehes| 


with Jeweled Movements, Porcelain Dials, 
Stem Wind, Patent Set, and with Horse- 
Timing Attachment. Each Watch is care- 
fully packed for mailing, afd has printed 
guarantee from maker. 
By the dozen we offer these watches at very 
low net cash prices : | 
SOLID NICKEL CASED WATCH, $3.50 | 
SOLID SILVER CASED WATCH, 5.00 


5 per cent discount on 50 or 100 lots. 
—— sent for examination to responsible 
parties on application. 

Send also for our Catalogue of 


ADVERTISING CLOCKS, 


suitable for any kind of business. 


BAIRD CLOCK CO., 
Plattsburgh, New York, 


‘Pittsburgh, Pa., 


—AND— 


Buffalo, N. Y., 


have tributary to them the richest 
agricultural territory in the United 
States. 


The National 
Stockman and Farmer 








is published at these two points, and 
has the largest and best circulation 
of any weekly agricultural paper in 
the United States. 


Moral: The shrewd advertiser is 
left to draw the right moral. He who 


fails to do so is left. 


Over a Million 


of the livest, well-to-do country and 
village homes reached regularly each 
month, insuring to our advertisers the 
largest returns for the expenditure. 


The Circulation 


of Allen's Lists is not made up from 
promiscuously mailing of sample copies 
to old names, duplicates, etc. But every 
number is sent direct to bona-fide, year 
ly, paid-in-advance subscribers, and a 
small per cent of fresh, new names, not 
previously used, and from which all 
duplicates have been sorted out. 


Fresh Young Blood 


constantly pours into Allen’s Lists, and 
thus they are kept, as it were, youthful 
and strong. Every State and Territory 
is canvassed each year for new subscrib- 
ers, and the per cent of old subscribers 
that drop off is more than doubly made 
up by new subscribers. Affidavit of cir- 
culation of all issues furnished eac! ad- 
vertiser monthly. Should less than onk 
MILLION copies be printed and circulated 
of any month's issue, every advertiser 
shall receive a discount in exact pro- 
pertion, 


ALLEN'’S LISTS, 
Augusta, Maine. 





vo eatin iene 





752 
L. L. MAY & CO., 


Nurserymen, Florists and Seedsmen. 

ST. PAUL, MINN., Nov. 25, ’gI. 
Ledger, N. Y. City. 

Gentlemen: We are just in re- 
ceipt of lists compiled by W. Atlee 
Burpee & Co., showing the results 
of their advertising in a number of 
the best papers, among which is 
the Ledger, and that the cost of 
each reply received from their ad-| 
vertisement in that paper was $4.24. | 
We are ata loss to understand why 
they received such small returns, 
and desire to state that the Ledger| 
paid us well. Our advertising in 
your paper cost us about $215.00, 
and we received in direct orders 
$305.25. This is certainly far 
above the average. We make this 
statement simply because we feel 
that it is due your paper, as well as| 
to advertisers in general. 

Yours truly, | 
L. L. May & Co. 


t# A letter from Messrs. W. Atlee | 
Barpes & Co., under date of Dec. 4th, 
ng the ‘— re referred to 

appear in this 


ry above letter, 
space next w: eek, 





‘Tver and bowels, purify the blood. are pleas’ 
, are pleas- 

ant to take, safe and always effectual. The Ri 
Tabules are a reliable remed 


Face, 
e, Colic, 





Liver. 
and ev- 
symptom or 
sults from im- 
a failure in the 
formance of 
the stom- 





Fah 
ne ddress THE RI RIPANS Cl CHE: 
Y.P. é oon 672. New York. 


Publishers are invited to name a cash 
rate, by mail, for inserting the substance 
of the above advertisement of Ripans 
Tabules, in space of 6 inches sin 
column, one year; or of its equivalent: 


75e., 1-96 gross = 
AL 


3 inches double column. Send fullest 
printed information about Che pai paper for have taken ‘‘( ‘aaa “ 


which a price is quo 
Tue RIPANS CHEeMIcaL CéOMPANY, 
. O. Box 672, New York. 


for ‘Abdom- | 
Taste in the Mouth, Biliousness, | 
’s Disease, Cetarra, 





ngle | 


PRINTERS’ INK, 


AVE YOU A 
NEW “AD.” 


that you desire to test ? 
If so, put it in 


HE 
“~ A GENTS 


(GuIbE 


Absolute Circulation, 75,000 
copies monthly; rates, 
50 cents per line. 


GEO. W. CLAFLIN, 
Publisher, 
122 Nassau Street, 
New York City. 


HE KNEW HIS MISTAKE. 


** Gracious ! what has happened Au- 
gustus? 3 
* Mary, dear, we are ruined ! 
lost everything i in advertising !" 
‘Take comfort, dearest, and 
“Too late, Mary, too late! I should 
as my chief 
medium, for everybody knows that “* if 
you put it in Comfort it pays |” 


J have 





PRINTERS’ INK 


LONDON FREE PRESS. 


ci RCULATION: 


apa al: 10,000 COPIES. WEEKLY, 23,000 COPIEs. 

FREE PRESS is the only momming ¢ and evening ig paper p published in Western Ontario 
It is pk on all early morning trai ween Toronto and Windsor by 
8 a. M., and is the ONLY DAILY PAPER reosved at cs, west of LONDON before the afternoon. 
This vast te rritory is exclusively its own, being = . competitor. It mane @ wou circulation, 
bas more influence, and is more generally read t any other ne ithomty r. malled as an 
advertising medium. The FREE PRESS is an - edged authority on all "oubjects, and is 
the recogn leader of public opinion, and for advertisers is invaluab! 


Exclusively represented by ROY V. SOMERVILLE, 
Special Agent for U. S. Advertising in “‘ PREFERRED CANADIAN PAPERS,” 
TIMES BUILDING, - . - - NEW YORK. 


Advertising 
Does NOT Pay 


Unless the wording and style in which it is presented is of such 
a nature as not only to attract attention, but also to secure 
that which is far more difficult—-BUYING ATTENTION. 

The ‘‘ Book of Ideas for Advertisers’’ explains by actual and 
practical example how to compose advertisements which will yield a 
profit. It is helping hundreds of advertisers, itcan HELP YOU. 

1 will send this new book, prepaid, for One Dollar. Address 


D. T. MALLETT, Designer of Advertising Ideas, New Haven, Conn. 
[Descriptive Primer Free.] P. O. Box 108. 


SKORDEMANNEN 


“THE HARVESTMAN"’). 
Only Swedish Farm Paper in America. 


FACTS. ARE BUYERS. 


1,600,000 Swedes, 
1 "000, 000 Norwegians, Danes and Des Mores, Iowa, Oct. 7, 1891. 
Fins Deak Str—Last year we were a little 


2, 500, 000 d f doubtful about advertising in a Swed- 
There are upwards of 2,500,000 ish paper. * * © Whilethe advertise 
Scandinavians in the United States. : 
Of these over 1,500,000 are Swedes and ment in SKORDEMANNEN did not bring 
1,000,000 are divided among Norweg- in as many inquiries as some others 
ians, Danes and Fins. did, those that did write meant business 
All Scandinavians read Swedish ; and were buyers Wecan trace nearly as 
all Swedes cannot read other Scandi- many sales to your paper as to any other 
and we paid several times as much for 


navian languages. 
While in Norway and Denmark the advertising in some other papers as we 
did with you. We send you cut and 


predominating occupation is fishing, 
y 
copy. * * * This is double what we 


in Sweden it is almost exclusive 
used last season, but we send it feeling - 


farming. Hence, the SWEDES in 
AMERICA ARE NATURALLY FARM- 

assured that it will bring in good re- 
turns. Pespectfully yours, 


z = 
here are more than 1,260,000 
SWEDISH FARMERS in America. 


SKORDEMANNEN, | ™™@5>]sanuracturers of Pood Cookers. 
Sworn Average Circulation during 1891, 7,479 Copies. 
P. V. COLLINS, PUBLISHER, MINNEAPOLIS, MINN. 
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PRINTERS’ INK. 


“GOLDEN DAYS” 


GOLDEN MEDIUM 





HICH CHARACTER 





Subscription Price, $3 per Year. 


Circulation 123,000 weekly, throughout the en- 
tire country. Rates 50 cents per line per year. 





R. A. CRAIG, 


Advertising Manager, 
121 Times Building, New York. 





MOST ADVERTISERS KNOW 
THE CIRCULATIONS AND 
STANDINGS OF THE 


Detroit News 
Pittsburgh Chronicle Telegraph 
Cleveland Press 


THIS CARD IS WRITTEN 
TO ATTRACT THE ATTENTION 
OF THE VERY FEW WHO DO NOT. 


We wouid like to correspond with these few. 


C. J. BILLSON, 
86 and 87 Tribune Building, 
NEW YORK. 














PRINTERS’ INK. 755 


THREE Put 





Sunday School Times, 
PHILADELPHIA. 
Presbyterian. 
Lutheran Observer. 
National Baptist. 
Christian Standard. 
Presbyterian Journal. 
Ref’a Church Messenger 
Episcopal Recorder. 
Christian Instructor. 
Christian Statesman. 
Christian Recorder. 
Lutheran. 
BALTIMORE. 


Baltimore Baptist. 
Episcopal Methodist. 
Presbyterian Observer. 


* THE # 
CINCINNATI 
POST 


Circulates Over 


65,000 


DAILY 


EXCELLENT Seeds 


e THE « 
ST. LOUIS 
CHRONICLE 


Circulates Over 


45,000 


DAILY 








We wonder if any seed men will see 
|this advertisement. If they do, we 
want their advertisement. We know 
these papers have paid some seed ad- 
vertisers. We know no reason why 
they should not pay you if you will 
give them a chance. 


Certainly the people who buy seeds, 
who plant and have the time to grow 
them, also take their reading slowly. 
They are the natural readers of weekly 
A D Vv = R T | Ss I N G papers. They are our readers. They 
have taken our papers for years and 
read them thoroughly in the quiet of 
the home circle. 


¢THE® \ 
KENTUCKY \ 
are free. When they send for cata- 


POST | |logues they intend to buy seeds. 

é | |Shall they know about your seeds? 
Circulates 

/ One 
1 @) @) oO oO Price 


DAILY Advertising 


They do not send indiscriminately 
for ‘* free” catalogues just because they 





Without Duplication 
of Circulation 


Mm | D I U Mh Ss. | auanene 15 onan 
Every Week 
Over 275,000 Copies 


E. T. PERRY, 86 & 87 Tribune Bidg.. 





NEW YORK, 


Will furnish Rates, Sample Copies and 
further information. 


Religious Press 
Association 
Phila 








PRINTERS’ INK. 


To Live Advertisers. 


—~--__. 


GUARANTEED 3,000,000 circutation 


Copies for 18902. 


CIRCULATION DECEMBER, 
1891 ISSUE. 


Pennsylvania- - 16,000 

New York - - 10,000 

Massachusetts- - 15,000 

PULSace Sv MODES & FABRICS PUB Ce Ohio ei. - 16,000 

eee —— Rhode Island - - 3,000 

An Illustrated Connecticut - - 6,000 
Monthly Magazine | Tennessee - ° 


ORGANIZED Texas - 


by Business Men, — - 


CONDUCTED Georgia - 


on Business Principles, Illinois - 
Indiana - - 


TREATING Louisiana - 
on Practical Subjects, West Virginia 
Michigan 


ENDORSED Alabama - 
by Leading Dry Goods Men, California - 

READ by All Classes—places it in the Wiensin - 9,600 
front asan Advertising Medium. Total - - - 140,000 


Enterprise, Intelligence, Untiring Diligence, 

















are vital oun gees every department of this magazine. You will not make a mistak« 


to advertise and grow with us. Your interest will be best served by those who make it their 
business to serve you. 
We are prepared to prove the circulation which we claim, and you will not be called 
upon to pay for space in our columns until we do. 
Je court investigation, and any further information in regard to our magazine will be 
cheerfully given. 
Soliciting your co-operation, we are, respectfully yours, 


[odes and Fabrics Publishing Co., 
550 PEARL ST., NEW YORK. 


MonTHuty § ¥ cent a line per 1,000 copies. YEARLY § 5 cents an inch per 1,000 copies—{’. ¢. 
Rate ) 6 cents an inch per 1,000 copies, Rate {| $150 an inch in 3,000,000 copies.) 
Forms close r5th of the month. 





Geo. P. Rowell & Co., on behalf of their customers, 
whose regular business does not allow time to discuss 
the merits of the various publications as set forth by 
their respective publishers, or agents, receive in their 
offices all such representatives of periodicals and news- 
papers, and give them the hearing they wish for. They 
also consider offers of advertising space received in letters 
by their customers who at intervals send them such 
correspondence. 





PRINTERS’ INK. 


SS = 
W. D. BOYCE’S LIST 


OF BIG WEEKLIES. 


400, 000 Copies Weekly 


Proved on an average for 1892. 


The Saturday Blade. 


This paper is only three and one-half (34) years old, yet it has the largest circulation of 

any weekly newspaper published in the United States. The advertising rates have been 

raised five (5) times in three years, and the last rate is the cheapest. Besides 1 big single sub- 

scription list, it is sold by newsboys in Over 9,000 cities and towns. The circulation is 

proved each week by P. O. receipts. Seventy-five per cent. of those who use it are ‘* mail order "’ 

advertisers, and know positively whether a paper pays them or not. As they can discontinue 
at any time, under our rule, they would not stay if it did not pay. 








The Chicago Ledger. 


This is the oldest family paper published in the West. It was bought by the pub- 
lisher of the BLapk about a year ago, and put into the hands of the boys who sell the BLapg. 
rhey sell the LepGer on Ww ednesday and the BLap# on Saturday. This army of agents at 
mce gave the Lepcer a big circulation. 


The Chicago World. 


This paper was run for about a year in unfriendly opposition to the SATURDAY 
BLADE, and isa similar paper. The publisher, however, finally concluded to “ dwell in 
1armony,’’ and asked “ protection,” which he received, and now we have control of the ad- 
vertising space exclusively, All orders or —— must be made with W. D. Boyce. 


The Proved combined total elpoubation for 1892 will be 


Over 21,000,000 Copies 


ADVERTISING RATES.,—B.vz, $1.00 per line agate. Lepcer, soc. per line. 
v : j 


WVorLD, 30c. per line. Three papers combined, $1.40 per 
line agate. 


5 olicrease inkdvt. Rates Jan. 4, 1892 


RULES.—«. Cancel any contract at pro rata rates for any advertiser. 2. No discount for 
time or space. 3. Circulation prowed by P. O. receipts. 4. No contract 
made for onger than one year, 


Apply for space to any Agency, or 
W. D. BOYCE, 116 & 118 Dearborn St., Chicago, Ill. 
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PRINTERS’ INK. 


~ NEW ENGLAND 
MAGAZINE 


BOSTON, MASS. 


The NEW ENGLAND MAGAZINE, though only a few years old, is the 
peer in point of excellence of the leading monthlies of the times. Not only 
is this true of its artistic (NEW ENGLAND MAGAZINE is fully illustrated 
every issue) and mechanical appearance, but also of the quality of its contents, 
which are furnished by the very best authors who never write unless they have 
something to say. Advertisers are fast learning that with its 


30,000 Copies Monthly 


It ts a valuable Advertising Medium. 
Send 10 cents for Sample Copy. 


New England Magazine Corporation. 





WomaNs HOME JOURNAL, 


BOSTON, MASS. 


One of the very best advertising mediums in the world. Beautifully 
printed. Fully illustrated. Ably edited. One of the most popular ladies’ 
publications in America. The subscription list is rapidly growing and prac- 
tically guarantees for 1892 an average of over 


50,000 Copies Montbly. 


Present advertising rates, 20 cents an agate line. 
DISCOUNTS FOR TIME. | DISCOUNTS FOR SPACE. 


To be used within One Year from date of order 
Orders for 3 months., 5 percent. : ; 5 per cent. 


oe 6 se 10 “ 


12 i «a 
Advertisers may use either scale of discounts, but cannot combine the two. 


“ 


ce th ee new egg sermeag were received as follows : 


. Monday. Nov. " Tuesday.. Nov. 18, Wednesd'y14 | Nov. 26, Thanksgiv- 
Tuesday.. & 1, Wednesd’ y 3 « "49, Thursday . 180 y 
Wednesday si ¢ 12 Thursday..119 “ 20, Friday ....155 4 
Thursday..110; “ 13, Friday a 4 » y ie %, Saturday. 

83 M4, Saturday.. % sa s “ 90, Monday.. 
oe 16, Monday. ..159 “ 24, Tuesday... 143 | 
22188 “ 17, Tuesday.. 94 n° Wednesdy 128 Monthly total. 3,105 


mae si 





PRINTERS’ INK, 


Striking 


Now 


is the 
Time pal 
the Opportunity ff 
Advertise 


in the 


Portland ~~ 


DAILY, 


‘en... Oregonian 


(Sweeps and Swings the Entire North Pacific) 
AN D K E E P AT IT for it is persistent and long-con- 


tinued advertising—after having settled upon the right 
medium, and the pointers point you the right way— 
that captures the elusive Goddess of Fortune. 





Prints & Sells | 36 988 Copies Weekly. 
A GOOD FICURE! 


You will strike it right by using THE OREGONIAN, 
and time will prové your good judgment and mark on 
its dial ‘‘ You advertised at the right time—in the right 
medium.” 





$€- BECKWITH: |" 


SOLE AGENT FOR FOREIGN ADVERTISING ; 509 “ The Rookery,” 


CHICAGO. 
@____9.; 











PRINTERS’ INK. 


~~ CLD 


A Journal of Club Life for Men and Women. 


HERE is no doubt that the club 

men and women of this country 

are the most wealthy people in it. 
They are fond of the luxuries and 
comforts of life. There are more than 
500,000 club members, excluding 
everything but strictly first-class social 
organizations, and THe Cus reaches 
them all. It is printed on fine coated 


paper and illustrated by the best artists 


obtainable. For advertising, address 


THE CLUB, 
15 Irbune Bldg., N. Y. 





